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• Key markets of the future - profile and behaviours of customers within 
them. 

• How their needs are changing, their expectations and potential service 
propositions. 

• Positioning  your business for these growing markets and how RDR  • Positioning  your business for these growing markets and how RDR  
advice models could operate effectively.  

• Digital marketing - how other distributors have considered social 
communication trends and have harnessed technology to connect better 
with consumers and differentiate their business 



Proportion of each group contributing to a pension
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• More consumers are approaching 
and will be in retirement in the 
coming decades

• 2006 16% of population 65+ 

• 2031 predicted to rise to 22% 
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• 2031 predicted to rise to 22% 
(11.4m people)

• Majority of wealth in the UK being 
held by the 55-74 age group.
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� Growing demand for professional assistance with wealth management and 
retirement planning

� Changing distribution of wealth in wealthier segments and rising property wealth � Changing distribution of wealth in wealthier segments and rising property wealth 
over the past 20 years as a result of the rising housing market
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• 53.4% of employees say their property will help fund their retirement

• Halifax price index shows average UK home value increased from £61,666 
in 1995 to £196,478 in 2007

• Retired home owners are estimated to hold up to £1.1 trillion of property 
equity !! 
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How will you use property to fund your retirement?
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How will you use property to fund your retirement?
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• On average consumers believe the 
percentage of pre-retirement income 
they will need in retirement is 62% 

• Changing income - a ‘U’ shaped 
spending curve
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spending curve
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• 29% of those interviewed would seek advice from an IFA for retirement 
planning (Mintel)

• General consumer trust for IFAs has remained high over the past 18 
months, 

• 78%  of consumers trusting IFAs to treat them fairly - higher than with 
banks & life assurance companies (YouGov)
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• Internet as a source of advice is increasing substantially, 50%+ use this method.

• Compared to 20% using an IFA for advice and 25%+ using friends and family.
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è Customers who don’t want to have to pick up the phone to make 
changes and manage account …choose online.

è 49% of all insurance sales were completed online in 2009 (Google) 

è For products with longer or more complex the future is less è For products with longer or more complex the future is less 
straightforward.

è Improving customer knowledge is key to complex sales.
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è In 2009 people increasingly relied on independent comparison sites to 
help with buying decisions. 

è Money Supermarket saw 10.9% growth (Google)

è Compare the market saw a 79% growth 
Money Savings Expert saw 6.9% growth overallMoney Savings Expert saw 6.9% growth overall

è Halifax was the only provider in the top 10 most visited financial sites

è Social media becoming a key factor with more peer t o peer 
recommendation becoming the norm!!
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• Key markets of the future - profile and behaviours of customers within 
them. 

• How their needs are changing, their expectations and potential service 
propositions. 

• Positioning  your business for these growing markets and how RDR  • Positioning  your business for these growing markets and how RDR  
advice models could operate effectively.  

• Digital marketing - how other distributors have considered social 
communication trends and have harnessed technology to connect better 
with consumers and differentiate their business 
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